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I I here seems to be an almost obsession with the 
" anti-tobacco forces in our society to pressure 
elected officials, government agencies, and even 
private enterprise to restrict the distribution, 
advertising, and consumption of our products. 

They have the support of a biased media which 
offers prime-time news coverage to anyone who 
initiates negative publicity against us. Our side of 
the issues rarely is presented fairly to the 
American public. 


just a few weeks ago, we launched a tremendous 
show of industry solidarity against the proposed 
F.E.T. increase at our nation's Capitol, Employees 
from the major manufacturers, their families and 
friends, and industry supporters from all walks of 
life assembled to march down Pennsylvania 
Avenue from the White House to the Capitol 
Building to meet with our legislators. We came as 
proud Americans, proud of our industry and 
proud of our rightful place as contributors to the 
economic well-being of our nation. We came to 
save jobs—not just tobacco-related jobs, but jobs 
threatened in businesses everywhere by a severe 
excise tax increase. 


Our sole purpose was to raise our concerns to 
members of Congress, courteously and with 
respect for the dignity of the office they hold. 
We made a good impression with our arguments 
against any further cigarette taxes. 


We made another impression, I believe, on the 
American public. Because this time, the news 
media could not ignore our presence in 
Washington or the message we were delivering. 

On the evening news, our fellow citizens aaoss 
the country saw people just like themselves—hard¬ 
working people, marching to protect their part of 
the American dream. They saw the human Side of 
out industry. 

I want to thank everyone who was with us in 
Washington, either in person or in spirit, and I 
ask for your continued effort to help bring our 
message to your elected officials, customers, and 
friends. 

Sincerely, 

Yancey W. Ford, Jr, 

Executive Vice President-Sales 


OntiKConen 

Scenes from the 1994 National Sales Confert-nce. 
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! he Washington Rally on March 9 attract- 
ed 20,000 tobacco supporters and a 
of 6,300 RJR employees and their 


■ Well-represented in the RJR contingency 
of marchers were about 450 sales representa 
tives and managers from six regions, who 
(oincd their Winston-Salem-based sales and 
marketing associates to protest a proposed 75^' 
Federal Excise Tax increase on cigarettes 


They came from as far as Youngstown, Ohio 
Pittsburgh and Harrisburg, Penn., in the 
Pittsburgh region. And from divisions In.tfte 
N.Y. metro and Hartford, Conn., reports 
Almost the entire Winston-Salem, 
Philadelphia, and Washington, D.C., regibris 
turned out to brave bone-chilling March 
weather to help save industry jobs threatened 
by the tax increase. They came in chartered 
buses or car pools organized and funded by 
sales employees. 



And they didn't come alone. Many of the di 
sions invited key retail and wholesale cus 
tomers to ride with them. The N.Y. metro 
region's buses included smokers' rights 
activists. Some of the direct accounts con 
tribuled toward the cost of the bus charter or 
provided food and beverage for the marchers. 

In the vast crowd assembled for a rally at the 
Elipse and on the march to the Capitol 
Building, Philip Morris also was well-repre¬ 
sented by 7,000 employees including, no 
doubt, people from their sales divisions. So 
on this day at least, RJR and PM sales people'^j 
were in complete harmony with each other 
Ijrought together by a common foe: unfair 
taxation of a product they sell for a living. 

It was a very successful endeavor by all who 
participated and a proud day for our industry 

continued on page 
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Tlif foUuwmi; IlliU tirticles were 
prelHiretl hy the vtr/ps imiiMSers 

iis.'^iyiial III the llruihl Hiitiness Uiiili. 
They lire: Shiiriiii Rehl, sales pliiiiiiiiii^ 
iiiiiiuij;er, Siileiii, Viii!tci;fe, More, Sow 
H/iU; liihn Tlkyiite, sales pliiiiniiis; mnn- 
iiyer, Wiiistim, Ctimel PHU; luul Bill 
Duffy, Silk'S piiiiuiiiis; )miiuii;er, Siiviiiis 
IWU. 


smokers, and with your help in 
adding names to the list, we will 
create a win/win situation for 
our ioya! adult smokers and for 
RJR, 

(flinel/Winsti)ii 


idlem/Vontflie/More/Kow 



The focus for 1994 is on 
profitable franchise reten¬ 
tion for Salem, Vantage, 
Cnlljrn More, and Now. 

Kffective relationship 
direct marketing pro- 
grams are an impor- 
tant part of this effort, 
hach mailing will reach a sig¬ 
nificant base of our adult fran¬ 
chise smokers and wilt accom¬ 
plish the following objectives. 


First, they wilt create an on¬ 
going dialogue with adult fran¬ 
chise smokers. Second, they will 
reinforce brand loyalty and con¬ 
tinued purchase. And, third, they 
will ma.ximize program prof¬ 
itability. Often, the sales force is 
asked by adult smokers of our 
Salem, Vantage, More, and Now- 
brand styles when we are going 
to promote these brands at retail 
as we do out Winston and Camel 
brands. Now, you have the 
opportunity to include these 
loyal customers in direct market¬ 
ing promotions. You can do so 
by asking them to call the 800 
number on tlicir RJR pack and 
lequcsl to be included in the 
brand direct marketing programs. 
Or, you can use the non-coupon 
Consumer Mission card 
(Comiiiodity #40811.3) to include 
tlieiii in future mailings. Tiiese 
cards arc available for order. 


Our franchise direct marketing 
programs will become more 
effective as we add names to the 
list and update information on 
adult smokers already in the sys¬ 
tem. By being responsive to 
Salem, Vantage, and More adult 


S '94 is an important 
;ar for the Camel 
irand. In 199,3, it 
alayed a somewhat 
secondary role as 
Winston and 
Winston Select 
shouldered most of 
the burden against Marlboro 
during the price war. Now is the 
time to get Camel back on track, 

The Collector's Pack Promotion 
and your first quarter price point 
promotional efforts are already 
contributing to an improving 
shipment trend for Camel in 
1994. Yet these minor gains must 
continue and grow. 

From all indications, the 
Collector's Pack product is mov¬ 
ing well, especially in certain 
calls. We have received numer¬ 
ous comments about both fran¬ 
chise and competitive adult 
smokers saving individual 
Collector’s Packs and sometimes 
even entire sets. The Collector’s 
Pack display also appears to be a 
hit. The retail life of this display 
should be prolonged by using it 
a.s a hortie for B2GlFs, price 
point promotions, Cash V joe’s 
Place catalogs, standard product, 
and perhaps a future series of 
Coitector's Packs. 

The March B2G1F, the April 
.Special l ights B2GF Joe's Place 
tumbler, the excitement behind 
Smokin’Joe's Racing'I'eam, the 
February launch of Cash V Joe's 
Place—The Catalog, and several 
additional second half 1994 pro¬ 
grams should help to continue 
Camel's growth, which is critical 
in 1994. 


it is extremely important to use 
these promotions to build 
Camel’s volume by ensuring that 
they are prominently displayed 
in the right calls, in the best pos¬ 
sible location, featuring the best 
opportunity styles. For example. 
Camel base styles—filters and 
Lights box styles—appear to be 
the growing brand of choice 
among 21- to 2S-year-old adult 
smokers. '1 hese smokers seem to 
have established a taste prefer¬ 
ence for the richer, more satisfy¬ 
ing flavor of these Camel styles. 

Where they are showing move¬ 
ment, Wides and Special Lights 
should also be featured. Camel 
Special Lights may have its best 
opportunity with the 25-t smoker 
who has an established taste 
preference for the lighter, milder 
"Marlboro Lights” type taste. 

(It is particularly important to 
keep these taste preferences in 
mind when conducting 
Consumer Mission offers.) 

These same opportunity styles 
should be featured on-going in 
permanent and/oi temporary 
displays with pricing communi¬ 
cation, whether it is the new 
lower everyday price or a flighted 
price point. 

By keeping Camel front and cen¬ 
ter at retail, we should be able to 
continue its growth throughout 
1994. 


Continuing growth 
for Winston Select is 
also critical in 1994. 
In January and early 
February, Select 
sliowed good 
moventent at 
retail—thanks to 
the B2G1F, improvements in 
out-of-stocks, and brand visibility 
at point-of-purchase. However, 
recent trends indicate a substan¬ 
tial slowdown in Select's move¬ 
ment. We cannot afford to let 
these recent trends continue. 
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I'roiii now until May, the majori¬ 
ty of Select's siij)])ort will come 
throtigh price point promotions, 
t herefore, it is essential that 
Select he prominently displayetl 
at retail, in [termanent and/or 
temporary displays with price 
coininunication, to maintain 
consumer awareness of an inter¬ 
est iti this brand. With today's 
new lower price levels, a temporary 
display adverlisin)> the low every'- 
day price is one simple, yet effec¬ 
tive, way to keep Select visilile. 

In May, Winston will launch the 
Select Weekends Continuity 
Program, which will be support¬ 
ed with ttie May/Junc B2GI' 

Select Can Cooler Promotion. 
These itromotions, along with 
the other second half 1994 Select 
programs, should be targeted 
into those calls where Select is 
demonstrating the best opportu¬ 
nity for competitive conversion. 

Camel attd Select arc the compa- 
ny’,s top priorities in 1994. By 
keeping this in mind eacii time 
you make your calls this year and 
ensuring customers get tiiat mes¬ 
sage wlien they walk into your 
calls, Camel and Select will be 
well-positioned to siiow contin¬ 
ued growth. The key to making 
our 1994 goals on these brands 
will be to keep l>oth Camel and 
Select highly visitile in perma¬ 
nent and temporary displays 
throughout 1994. 

kviniji 


As previously stated, the 
company’s top two brand 
priorities in 1994 are 
Camel and Winston 
Select, in managing our 
portfolio of lirands, 
however, we all know 
that out Savings brands 
also play an important role in 
RJR's contribution to earnings. 



■| ho battle at retail is wliere we 
win or lose when implcmenling 
our Savings strategics. Out-exe¬ 


cuting our competitors deter¬ 
mines our success. By setting 
superior standards to our compe¬ 
tition at retail, then implement¬ 
ing these standards, adult con¬ 
sumers have the best opportunity 
to notice our brands and promo¬ 
tions above the retail clutter. 

So what are these "superior stan¬ 
dards"? In its simplest form, 
superior standards means posi¬ 
tioning our priority brands at 
retail so the adult consumer sees 
our brand as the dominant play¬ 
er in the store. 1o accomplish 
this objective, we first have to 
look at the call from the eyes of 
the adult consumer. What do 
they see when they walk into a 
call to make their purctiase deci¬ 
sion? If our brand(s) are clearly 
tile focus above our competitors', 
we have established the superior 
standard in the call- 

In striving to establish your supe¬ 
rior standards at retail, there are 
four tactics which will maximize 
your success. The four "r’s" as 
they are called are: 

Presence 

insuring our presence in-store is 
in tile primary focal and selling 
areas and is superior to our com¬ 
petitors. Increased usage of tem¬ 
porary displays with quality sig¬ 
nage will significantly Impact 
presence. 

Price 

Implement strategies based on 
your priorities to be competitive 
with key competitor brands in¬ 
store. 

Price Communication 

in-store communication of 
price—promoted and nonpro- 
moted—should be superior to 
key competitors. Larger signs and 
larger pricing than competition 
can make that impact. 


Positioning 

Our brands should be positioned 
to give adult smokers a choice 
next to key competitors. If the 
number one position cannot be 
obtained due to contractual 
agreements, be right there with 
displays that have more "pop." 
Challenge your retailers to place 
all of your displays (permanent 
and temporary) in the best possi¬ 
ble position to the consumer! 
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(omment 

To save merchandising costs, 
develop a computer program to 
track merchandising shipped to 
accounls. This could alert the 
region operations unit to exces¬ 
sive overspending by an account 
and prevent over-racking. 

Peplii 

A program {Report ttSOl — 
Rcporliiis of MenihDuliHiii^ Fixture 
lip SIS Aaoiiut #) currently exists 
in the Merchandising Manage¬ 
ment System (MMS) that tracks 
shipments to an account. This 
report shows the account name 
and volume, and lists all compo¬ 
nents shipped along with the 
appropriate cost. MMS is a func¬ 
tion under marketplace initia¬ 
tives and can be accessed via the 
ri'XN menu. 

(omincnt 

We need to have more promo¬ 
tions for Our core brands like 
Winston, Salem, and Camel 
Special Lights. We need to move 
volume, and that is the reason 
we require promotions on all of 
OUT ctrre brands. 

Reply 

Our co-marketing program will 
allow you to promote our core 
brands where opportunities exist. 
However, our resources are limit¬ 
ed and we must continue to 
focus on our priorities — Select 
and Camel, Profitable volume, 
not volume for volume's sake, is 
the key to achieving our 1994 
financial goal. 

(omtneiK 

If wo had number kits for our 
opon/closc business hour signs, 
we could eliminate one binder in 
our vehicles by leaving the kits 
witii retailers to change tlie signs 
as tliey need to. 


Reply 

At one time, we did supply kits 
to retailers for several of our per¬ 
manent pieces, such as business 
hours signs, ground mounts, etc.; 
however, it seems retailers could 
never find the kits when they 
needed them. Wc wasted a lot of 
money. Our 1994 business hour 
signs utilize the new “digital 8" 
pricing system and require no 
fonts. So, the one binder you 
mentioned will be eliminated, 
unless you need to use the fonts 
for 1992 or 199.3 signs still in 
your inventory. 

(omtneiii 

Our Winston and Camel lighted 
window signs require two very 
expensive fluorescent tubes that 
die quickly. In future production, 
could wc use standard tubes to 
reduce costs? 

Reply 

The special fluorescent tubes are 
the secret to the brightness of 
the magnalite signs and cannot 
be duplicated with standard 
tubes. We've had some problems 
with these tubes, but hopefully it 
has been corrected in 1994 pro¬ 
duction. In any case, replace¬ 
ment tubes are available for 
order. Contact the materials 
coordinator in your region opera¬ 
tions unit. 

(ommen! 

We could use full-price folded 
shelf strips for retail shelving. 

Reply 

This item is part of an arsenal of 
co-marketing accrual POS we are 
currently developing. They will 
be available very soon. 


(ommeiit 

Displays should be sent automat¬ 
ically with premiums to be 
worked in each assignment. This 
seems more logical than each 
sales representative ordering 
their own displays. 



You're assuming that all premi¬ 
ums are placed in temporary dis¬ 
plays. Many are still used in per¬ 
manent promotion platforms, A 
sales representative is in the best 
position to determine where 
he/she will place the premiums 
and then order display materials 
accordingly, 

{ommeRt 

A format should be established 
for coding all correspondence 
which would help in the distrib¬ 
ution of mail at the region opera¬ 
tions unit. Scanning mail should 
be easier than reading the entire 
document to determine the sub¬ 
ject matter and who needs to see 
it. 



In the near future, we intend to 
begin coding correspondence to 
direct it to a specific coordinator 
in the region operations unit. 
This should save considerable 
time in sorting mail. 

(ommeDt 

i understand that the reason for 
the region operations unit is to 
alleviate administrative duties for 
managers, so they are able to be 
in the field on a more frequent 
basis. Basically, though, adminis¬ 
trative duties—ordering POS, fix¬ 
tures, displays, etc.—have been 
passed down to the sales repre¬ 
sentatives, doubling their work. 
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Reply 

T!h' region operations unit is 
responsible for bandling virtually 
all of the administration for the 
divisions they support. This is 
tile Koal. However, you must 
realize that the operations units 
are just fiottins started. Some of 
the people are new to the com¬ 
pany and all are learning new 
jobs. Some arc ahead of others in 
assuming the full scope of their 
responsibilities. With time and a 
little patience, all will be up-to- 
speed and fully capable of order¬ 
ing the materials you need. 

(oinioent 

I was wondering how we are 
going to get the I'OS needed for 
.Savings brands. The hand-held 
only updates POS needed for full- 
price brands. 

Reply 

('urrently, Savings brand POS 
will be ortlered and shipped to 
you by the region operations 
unit. Quantities will be based on 
past usage patterns. We are work¬ 
ing on adding Savings brand POS 
to tlio POS system in the hand¬ 
held. 

(pinment 

It would be a good idea to add 
20'fii to our hand-held POS 
updates. This extra POS is needed 
for pari-time placement. 

Reply 

When we pack items in your POS 
kits, an extra amount will be 
included to supply part-time 
belli. 


(oiKwrlKspoiise 


l#everal large restaurant chains have initialed a no-.smoking 
policy in all or part of their restaurants nationwide. If you 
wash to express your opinion on their policy, you can do so 
by calling their national headquarters. 

Arby's 1-800-592-6245 (toll free) 

McDonald's 1-708-575-3000 

Taco Bell 1-800-TACO-BEL (toll free) 





'M Region Operations 
Manager Barbara 
f Sfmkins and Region 
* Manager Peter Schmidt 
lead the Pittsburgh 
region delegation. 


4 OFar left) Area Vice 
lyesidents Jim Best 
and Ed McAtee. (Center) 

Jim Powers, director 

:of operations, and Area Vice 

President Pat Cundari. 


^Yancey Ford 
and Executive 
Assistant Ann 
Joyce (right). 
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pccial Accoimts Manager 
Dean Brcndel, of the Kansas 
City cliain division, has 
blaaed tremendous presence 
for RJk's Monarch brand in 
two popular store chains. 

In the 25-store Halls i-'ood Mart 
chain, the Savings segment was 
significantly over developed; 
with Monarchs being only "a bit 
jrlayer." Targeting his resources 
and ingenuity, Brendel came up 
with a creative solution. 


Not only did he boost Monarch's 
presence, but he created excite¬ 
ment for store personnel by initi¬ 
ating '' The Most Creative Store 
Display" contest. Each store was 
asked to build a display to gener¬ 
ate Monarch awareness. First, sec¬ 
ond, and third place awards were 
given. 

Since the contest began, Halls 
Food Mart chain stores report 
that Monarch sales have skyrock¬ 
eted. 




RIR presence in Kansas City creates 
“alarm" for Monareh competitors. 


At the 16-5tore Rocor U-Do 
chain, Brcndel introduced a two- 
phase program designed to build 
awareness and increase sales. The 
initial phase was a DIGIF to cre¬ 
ate trial. Once the BICDF sold 
through, he began a six-week 
contest where stores competed to 
sell the most Monarchs. To main¬ 
tain top-of-mind awareness, the 
supervisors of the winning stores 
were also recognized. At the end 
of the six-week contest. Monarch 
was selling where it had never 
sold before; and, more than 
8,900 cartons of product had 
been purchased. !lll 


k»ny,((iiiillJ(iiiiiiuAeJdnii)oree 

A rea Sales Representative J.P. 
Sweeny and Part-time 
Promotional Specialist Sharon 
Caniff, of the South Pittsburgh, 
Pa., division, jammed to the tunc 
of "winning again" at the annual 
Jamboree In The Hills Festival, 
located in Southeastern Ohio. 

This Super Bowt of country west¬ 
ern music attracted record 
crowds this year with more than 
150,000 fan.s. Of those, many 
Winston and Camel adult smok¬ 
ers took advantage of a variety of 
promotions sold in an RJR tent, 
located at the main gate 
entrance. 

During the week-long event, 61 
additional cases of product were 
sold, 53 banners were placed 
around the 15-acre site, and IS 
ground mounts and 10 pole 
mounts were set up. 

For three years in a row, Philip 
Morris and B&W desperately 
have tried to gain a foothold at 
this event. But, every year, 
Sweeny's efforts have outsold 
them, while continuing to main¬ 
tain RJR advertising and brand 
selection. 

Guess it's time PM and B&W 
starting singin' a different tune! !4I1 
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Cifidv Braley, retail representative in the Fargo, 
N.D., division, has taken creativity to a new 
level. At Simonsons in Dickinson, N.D., Braley 
spelled out her presence with a 384-carton 
Winston Select B5G5F product display she 
designed and set up herself. Great job, Cindy! 
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hmiiMiiy Idles {fliy” 


W hen Philip Morris' van 
parked itself in Sales 
Representative Diana 
Esclier's territory, 

Escher's own "wheels" 
began spinnin’! She coordinated 
her own business-building initia¬ 
tives with the Grand Opening 
Celebration of Georges Mobil in 
Williamsville, N.Y. This gave 
Escher the perfect opportunity to 
convert competitive adult smok¬ 
ers and build business for both 
RJR and Georges Mobil. When a 
competitive adult smoker 
approached the store, Escher 
offered the smoker two free packs 
of Winston Select or Camei 
Special Lights for their current 
competitive pack (full or not). 



“And, if you send this half to the 
company, they’ll send you lots of 
free stum” Sales Representative 
Diana Escher, of the Buffalo, N.Y., 
division, converts adult competi¬ 
tive smokers with sales savvy. 


Inside the store, Escher packed 
premiums with one, two, or three 
packs. This allowed the new 
"loyal RJR" smokers to take a gift 
home. Escher also congratulated 
franchise smokers on their "wise" 
choice and informed them about 
new deals. Everyone was given 
information on Winston 
Weekends and Camel Catalog 
Four, and all Came! smokers were 


directed tpward the Camel Lotto 
poster for information on the 
Camel Cash Lotto Program. 

Escher proved she was an RJR 
woman with a mission, in a 
short five-hour span, Escher han¬ 
dled more than SO competitive 
Consumer Missions and handed 
out free-pack coupons to loyal 
RJR smokers, m 


RIRIiilKiBtoiK'sBiiriiBifllorill’’ 


A rea Sales Representative Dot 
Rogers, Columbia, S.C,, divi¬ 
sion, set up the Winston 
Weekend Van outside Boone's 
Barn in Winnesboro, S.C., and 
sold RJR product up a storm. 

She pre-booked 145 cartons of 
Winston, 75 B5G5F cartons of 
Winston Select, 390 cartons of 
Doral (banded with 390 free car¬ 
tons), and 60 cartons of Sterling 
(banded with 60 free cartons). 

The week before the event, Rogers 
posted promotional advertise¬ 


ments in the store's window, as 
well as promoted the event on 
the entrance way to the Barn. 
Inside the store, Rogers set up a 
Winston carton floorbase display 
and a dump bin display each for 
Winston, Winston Select, Doral, 
and .Sterling. 

As adult customers entered the 
store, Rogers informed them 
about special cigarette prices and 
free gifts with purchase. Thanks 
to cooperative efforts betsveen 
Rogers and Boone's Barn, RJR 
took Winnesboro by storm, Sfl 
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he Winston Simulator has 
been makin' tracks in vol- 
ume-iiuilding—from 
Dixieland up into upstate 
New York. 


At Camp l.ejcune in Jacksonville, 
N,C„ the Winston Cup Simulator 
made Military Sales Manager 
Kandali Wingfield, of Fayetteville, 
N.C., the "champion" in front- 
end merchandising. Wingfield 
outsold competitors with front- 
end merchandisers and fixtures 
tliat had RJR's full-price guns 
Irlazin'. 

Wingfield acquired nine display 
toppers, as well as the top three 
rows of package display space. 
Plus, the SOO-carton Winston dis¬ 
play W'ith pasters, coolers, T- 
shirls, and caps resulted in i.SO 
carton sales through pack promo¬ 
tions, 

Area Sales Representative Brian 
Kiclty, of the Raleigh, N’.C., divi¬ 
sion, used the Winston Simuiator 
to sell additional volume in his 
division. 


Linking a K-Mart Grand Opening 
with a scheduled stop of the 
Winston Simulator, Kielty sold 
and displayed more than 300 
extra cartoirs of Winston with 
about 240 premium items. 

During the one-day event, more 
than 180 cartons of promoted 
Winston were sold; the remain¬ 
ing 120 cartons were sold over 
the weekend. _ 


in upstate N.Y., 
the Winston 
Simulator was just' 
the ticket—the dirt 1 
ticket, that is—for 
leveraging the 
Winston brand 
with both key cus¬ 
tomers and adult 
consumers. 


chains with more than 1,000 
stores and gained exclusive RJR 
distribution and advertising 
with tie-ins to 18 tracks. In addi¬ 
tion, S86 cases were sold to 
support track distribution and 
promotions. SD 






Chain Accounts 
Vlanager Bruce Cook, 
of Syracuse, N.Y., 
cashed in on the dirt- 
racing crowd by using the 
Winston Simulator for 20 days in 
1993 to promote Winston racing. 
By year's end. Cook secured 23 


RJR presence is well-defined 
by Randall Wingfield at Camp 
Lejeune outlet. 


MiGonerii.PiniitjiliiitiiitiveWlitls 
Niiilidiiptoii’i Appetite ItrCdinel. Wimtoo 


A dult smokers in 

Northampton, Mass., got a 
"taste" of RJR determination 
at The Taste of Northampton 
IT'Stivai. 

The event drew- 105,000 people. 
But, two days before the event 
even got underway. Training and 
Development Manager Mitciiell 
McGovern, of the North Boston 


chain division, and Area Sales 
Representative Edward I’inney, of 
the Springfield, Mass., division, 
began "cookin’." McGovern and 
I’inney placed 20 additional tem¬ 
porary' displays, delivered 407 
cartons of Camel and Winston 
Select product in 17 stores, and 
placed an additional 69 pieces of 
promotional materia!. 


These efforts, undertaken totally 
on their own initiative, did not 
go unrecognized by RJR or 
Division Sales Manager Dave 
Keeney. "The sales and place¬ 
ments gained during this event 
are impressive for a self-initiated 
promotion," said Keeney. "I'm 
sure these efforts wilt go a long 
way in securing volume and 
presence for RJR," he added. 911 


r 
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A rea Sales Representative 
Sieve Nunn, of the New 
Haven, Conn,, division, 
saw the two-day New 
London Sail Test as a 
''watertight" opportunity to pro¬ 
mote RJR brands and convert 
coinpctitis e adult smokers. 

In one afternoon, Nunn proved 
that making consumer offers was 
"a brecfc." Working with liarbara 
Neff, owner of Parade News, 
Nunn anchored the number one 
spot in the store. He set up di.s- 
plays, jiromotions, and advertis- 


Area Sales Representative Steve 
Nunn and Parade News Owner 
Barbara Neff sail into success with 
RJR full'price and Savings brands. 

ing throughout the entire front 
window of the store, which is 
located on Captains Walk in the 
heart of the Sail Fest activities. 

Because of his efforts, 54 compet¬ 
itive adult smokers switched to 
RJR brands and Parade News sold 
270 RJft full-price cartons, plus 
120 RJR Savings brand cartons.SB 


Wiiuton Drives Store Juki lip 

y combining the Winston 
Cup Simulator and the 
Winston show car with a stim' 
iilated sales team, the Columbia, 
S.C., division set track records in 
store sales. 

In recent store sales. Sales 
Representatives Dot Rogers, 
Debbie Baker, 'lorn Boan, Robin 
Bowling, and .Andy Slaughter 
packed their vans with Winston 
signage and premiums, and left 
the competition back at the 
start line. 


Winston product sales totaled 
1,652 cartons. In addition, this 
hard-drivin’ sales team handed 
out 564 radio/coolers, 592 
Winston caps, 491 NASCAR dri- 
ver.s posters, 55 T-shirts, and 48 
tumblers—for deals totaling 
1,751, 

Stores that participated in the 
program report that they did 
"three to four times their normal 
business in all areas, including 
RJR cigarette sales." !ni 


Shreveport Dtps HkhStirt 
Speriolliphti 

A rea Sales Representative 
Jimmy Richardson and Sales 
Representative Evan Kelley, of 
the Shreveport, La., division, 
"kick started" Camel Special 
Lights by joining with local 
retailers and motorcycle shops to 
create impressive displays. 

The prornotion was targeted to 
several high-volume outlets 
around Monroe, La., where the 
representatives pre-booked 200 
cartons of Camel product to each 
store. They solicited the coopera¬ 
tion of local motorcycle dealers 
who put up thousands of dollars 
in free merchandise and the 
motorcycles to include in the dis¬ 
plays. The promotion was an 
outstanding success thanks to 
cooperation by all parties. RJR, 
the retailers, and adult smokers 
all came out winners. Plus, the 
motorcycle dealers reported some 
extra sales as a result of their 
exposure in the displays. 

Richardson and Kelley have 
proven that a little imagination 
and creativity, coupled witli a 
good nose for co-marketing busi¬ 
ness, produce results, SB 


Co-marketing put Camel 
Special Lights on a fast 
track in the Shreveport, La., 
division. 
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Hemingway’s 
efforts 
fit retailers 
to a "T." 


14 MARCH I!?-! 



art of a Local I’erformance 
Award contest, in the Flint, 
Mich., division, was to devel¬ 
op an attack plan for the 
Winston Summer Promotion and 
place a maximum number of dis¬ 
plays in a designated time period. 
Area Sales Representative Nancy 
Hemingway and Promotional 
Specialist Tammy Anderson, also 
known as the "Winston 
Warriors," took the challetrgc. 
And, when the smoke settled, the 
competition surrendered. 

"I'irst, we inventoried our POS, 
displays, banners, etc., atid 
assigned material to each store 
prior to the program," 

Hemingway staled. "Second, we 


devised a goal placement report. 
By using this report, it enabled us 
to designate ail allocated materi¬ 
als and to simplify our daily 
activities. Third, we had a master 
schedule, so we knew what calls 
to make when and what materi¬ 
als were needed," she added. 
Detailed progress reports were 
kept each week, plus pho¬ 
tographs were taken for "sharing 
our works of art.” 

They had 110 calls that accepted 
the Winston Summer 
Promotion—55 percent were 
chain calls and 45 percent were 
independent calls. Plus, in a two- 
week period, they placed 85 dis¬ 
plays and 790 pieces of POS. sn 



lemnEllorillleajYeiiifllReion! 

orking in three teams of 
two, the Syracuse, N.Y., divi¬ 
sion had adult smokers 
"checking out" RJR brands in 
more ways than one. 

In an extensive resort area in the 
northern part of the divi.sion, these 
teams successfully placed 384 
pieces of PO.S, PDI, and banners, 
in addition, they sold 142 tempo¬ 
rary displays, featuring 3,140 
offers. They also sold RJR fixtures 
in two high-volume locations. HU 



Camel brands are prominently 
displayed in N.Y. resort outlets. 



FrovideiKeRepHasPMBflrliinj] 

M ike Garry, area sales repre¬ 
sentative in the Providence, 
R.I., division, wasn't content 
to let sleeping dogs lie at the 
Plainfield Dog Track in Plainfield, 
Conn. 

l or months, this track had been 
"paying off" for Philip Morris. It 
had—until Garry sprang out of 
the chute with merchandisers 
and fixtures that attracted the 
attention of 6,000 people daily. 

The result; he set track records 
with promotional exposure, 
gained distribution of 11 addi¬ 
tional RJR full-price brands, plus 
made Monarch the everyday low- 
price brand at all track cigarette 
outlets. Now, he has the compe¬ 
tition barking. 

After wins like that, Garry may 
be "dogged tired;" but we think 
he’s right on track and in the 
money! Hll 

iyitPre»ii(M)owi]tiYtlieRjvei!i(l« 

T here was nothing "shrimpy" 
about Area Sales Representative 
Joey .Vlatis' efforts for RJR in 
Louisiana. This Lafayette, La., 
division representative "fueled 
up" to sell RJR products at the 
annual Shrimp and Petroleum 
Festival in Morgan City, La. 

When a C-store owner asked 
Matis for help in setting up a 
booth at the Labor Day Weekend 
Festival, Matis ordered in 10 
cases of RJR product from a local 
wholesaler and set up the booth 
with crowd-catching POS. 

Thanks to Matis' efforts, RJR 
dominated the 120,000-t event, 
while the competition took a 
"holiday"! HU 
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{pK 0 Bod BillM, (oOMedii Bepottmtnt 


lie to ttie recent restructur¬ 
ing of our Kfedia 
Department, vvc no longer 
have regional out-of-home 
field managers to monitor the 
placement and maintenance of 
our hillhoard advertising. 

However, we have more than 
2,000 [lairs of eyes riding the 
highways daily, and RJR hillhoard 
advertising is noticed by our sales 
representatives and managers. 
Nearly lOO'K) of the time, they arc 
correctly )ilaced and maintained. 
But sometimes, our billiioartl sup¬ 
pliers get behind on maintenance 
or simply make a mistake in plac¬ 
ing the billboard ad. If you hap¬ 
pen to spot siicii a problem, our 
Media Department wants to 
know. 


T he trip was a success. You 
closed the deal, It's been a 
good day. You’re looking 
for a decent place to eat, 
any place to get out of this 
rain. Your vehicle's running fine; 
and you have lioth hands on the 
wheel, because of the rain and 
the water-soaked highway. 

SiKldenly, the car begins to float. 
You get the same feeling when a 
757 lifts off the runway. But, you 
aren't in a 757 and you aren’t fly¬ 
ing! Moating, yes! But, you liave 
new tires witli all-seasoit treads 
and deep grooves. And all that 
good engineering that makes 
tiiem stick. |VVtuU did that guy 
say about wet traction?] 

What you've just e.sperienced is 
hydroplaning. Sounds like it 
almost ought to be fun, but it 
isn't. It's surprising, quick, and 
dangerous. 

You can forget about wet traction 


Here are some of the problems 
you should look for: 

■Any billboard you see which is 
less than 500 feet from a 
school or children's playground. 

■ .Any billboard in need of repair, 
i.e., torn or peeling, fading, 
vandaliaed, lights burnt out. 

■Any billboard with advertising 
that you feel is significantly 
out-of-date. 

To report a billboard problem, 
call 1-800-852-8015 and contact 
the Media Department, Ext. 

1486. If no one answers immedi¬ 
ately, leave a voice message. 
Leave your name, division, the 
city where the problem billboard 


when tires begin to hydroplane. 
Wet traction and hydroplaning 
arc opposites when it comes to 
driving and handling. Wet trac¬ 
tion refers to the adhesion of the 
tire and a wet road surface. No 
matter how well a tire is designed 
for wet traction capabilities, 
hydroplaning can occur under 
certain conditions and circum¬ 
stances. 

Hydroplaning is the actual lifting 
of the tire off the road surface, 
when a film of water builds up 
under the tire. It is influenced by 
vehicle speed, the depth of water 
on the road surface, and the 
tread design, specifically the 
amount of void in the tread pat¬ 
tern. Any tread design is a com¬ 
promise. Because a lire must per¬ 
form under various situations, 
there is no "perfect tire" for every 
application. Tread engineers com¬ 
bat hydroplaning by providing 
designs that feature wide, straight 
grooves that run around the tire's 


exists, and the nature of the 
problem. Also, try to provide an 
exact location and the name of 
the billboard company. This usu¬ 
ally appears on the pole or frame, 

No doubt, ill-kept RJR billboards 
must be irritating to you when 
you see them. You know the 
company is not getting full value 
for our advertising dollar. You 
don't have to go out of your way 
to inspect billboards, but when 
you see an obvious defect, please 
report it. You can help assure 
RJR's outdoor units provide the 
highest quality consumer expo¬ 
sure for our brand advertising. !||| 


s 1 r I I y 


circumference and as many "bit¬ 
ing edges" as possible in the 
block pattern. Still, any tire can 
hydroplane. 

Fortunately, there is an easy way 
to control a hydroplaning tire, 
When you begin to feel the car 
"float" on a wet road, simply 
reduce speed. Hydroplaning 
occurs most frequently when a 
car is being driven straight and 
fast. Decelerating will allow the 
tires to disperse water more effi¬ 
ciently. Don't react violently by 
turning the wheel, And, don't 
apply the brakes or the car may 
begin to skid. Just gently back off 
the gas, and you'll feel the tires 
grip again. 

And, there's a good way to avoid 
hydroplaning in the first place. 
Don’t drive too fast for existing 
highway conditions in the rain. 911 

Rfjimileil by pewiiiiioii ufOrmuk Miiyatiiw 
4r Ailviwmi Driver Trainini; iVn’kvs, lire. 




Hydroplaning's Only Fun at the PaH< 


hll„ iiiktn/fInniimRntk .ickf Rflii/fInrR/tntaQQmi 
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MEWS HIIIEIS 

NIKSEIfOEtS 

DtliiEitelji Op to Par 



R ccognizinj^ tEiose wEio 
believe that business 
should speak out in the 
legislative arena, R.j. 
Reynolds Tobacco Co. has 
awarded the National Association 
of Convenience Stores (NACS) its 



first "Speak Out for Freedom" 
award. 

This award was presented to 
NACS’ Chairman of the Board 
Jim Yates (center) by Thomas C, 
Griscom, RJR's executive vice 
president, exter¬ 
nal affairs, (left) 
at the Vantage 
Senior Golf 
Tournament in 
Winston-Salem, 
N.C. In making 
tlie presentation, 
Griscom said that 
NACS was unpar¬ 
alleled in its belief 


Mii2iiinjPuaMofldr(li“lnYourf(i(er 

A sk Senior Area Sales 

Representative l.ou Mazzoni, 
"Where's Monarch?" More 
than likely his reply will be, "IN 
YOUR l ACE';"! 

Miizzoni, of the North Jersey 
division, took on the challenge 
to eslablish Monarch in 120 
high-volume calls. I hese were 
calls where GE’C or Basic was the 
number one selling low-cost ciga¬ 
rette. 

For two months, Mazzoni worked 
his own "Monarch—In Your 


Face" promotional program. 
Armed with a load of Monarch 
product, displays, advertising, 
and two part-time promotional 
representatives, he kept the 
Monarch brand right under 
everybody's nose. 

The result; all 120 higli-volume 
stores are participating in the 
program. More than 150 dump 
bins and floor displays have been 
placed, and have been supple¬ 
mented with Monarch store front 
banners. The best part, Monarch 
is now the number one selling 
low-cost item in all calls where 
sales data has been reported. )III 


and actions that “getting 
involved in the political process 
is not only good citizenship, but 
a critical part of operating a suc¬ 
cessful business." 

Yancey Ford, RJR's executive vice 
president, sales, (right) noted that 
NACS has shown a true leader¬ 
ship role against the proposed 
federal cigarette tax. Its efforts 
have included sending out more 
than 14,000 brochures to their 
membership, mounting a huge 
letter-writing effort among key 
employees, and gathering 62,000 
signature petitions opposing the 
tax increase. 101 


P Shines in jtna 
Miirlhorofliit‘‘ili]iuse(l” 

I n Seaside Heights, New Jersey, 
adult smokers and Sunshine 
Amusement Owner David 
Scott have taken a “shine" to 
JoAnn Gregario, of the South 
Jersey division. 

Scott reports that the increase in 
summer business has a direct tic 
with Gregorio’s efforts. "She gave 
us some valuable suggestions on 
our displays and how best to use 
our resources," Scott said. 
"Unbelievably, she has even 
altered the smoking habits of 
many of our customers. Patrons 
who used to select Marlboro 
have now become regular smok¬ 
ers of R.J. Reynolds brands," he 
added. 

Keep up the great work, JoAnn! mn 
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Hot Tobm liiues Ttpk It Rotoiy Me(tiiK 


he potential impact of the 
proposed I'.K. I’, increase tiit 
home to Springfield, Ohio, 
Rotary (iiiub members 
recently. 

Springfield is home to F.MRO 
Marketing, wliich owns conve- 
niencc/gas outlets, and Bosart 
Co,, which sells items to conve¬ 
nience stores. EMRO's Senior Vice 
President of Operations Gary 
Buroker called his good friend. 
Region Manager Larry Poole, 
Cincinnati, Ohio, and asked for a 
speaker to talk about F.E.T. and 
ottier tobacco issues at the 
Springfield Rotary Club meeting. 


Poole lined up Bruce Hennes, 
based in Cleveland, Ohio, who 
does political action work for 
RJR. Speaking before a diverse 
crowd of business men and 
women, Hennes addressed the 
issues head-on and the group got 
an earful. He attacked President 
Clinton's Health Care Plan, fund¬ 
ed through increased cigarette 
taxes as, "a chain reaction that 
would diminish the $14 billion 
the tax is supposed to raise." He 
also predicted a potential 12 per¬ 
cent drop in cigarette sales could 
end up "costing 12,500 Jobs in 
Ohio alone." "The tax amounts 
to using taxation to alter behav¬ 
ior,” Hennes argued, "and that's 
not what our founding fathers 
intended,” 


Hennes dismissed the EPA studies 
showing that second-hand smoke 
is a major carcinogen saying, "it's 
more politics tlian science.” He 
also stated that RJR does not 
encourage kids to smoke. "1 
know you're concerned about 
young people smoking and about 
its effect on the health care 
industry,” Hennes told the group. 
He went on to say that RJR has a 
variety of programs for schools 
and retail stores to discourage 
underage smoking. "Smoking is 
an adult decision children should 
not try to make,” said Hennes. SB 



‘'MonoillKTeiiC 

“(iiiiito|tli(lnilustn[”llwiiiilsHoiiorloiil 


A t its annual meeting in New 
York (iity, the Tobacco, 
Confectionery, and Allied 
Industries Division of the 
Anti-Defamation League 
named Yancey Ford as its 199,1 
"Man of the Year." The award 
was presented to Ford by Jim 
Johnston, chairman and CEO, 

R.J. Reynolds Tobacco 
Wnrlilwide. 

'the Anti-Defamation League is 
an organization dedicated to pro¬ 
tecting basic human rights wher¬ 
ever they are threatened or vio¬ 
lated, In accepting the honor, 
Ford praised the work of the ADI. 


for over 80 years as, “a beacon of 
fiope for persecuted people every¬ 
where," 

Ford was also honored by the 
California Association of Tobacco 
and Candy Distributors as the 
recipient of that organization's 
1993 "Giant of the Industry” 
award. He acknowledged the vital 
role of tobacco distributors In the 
indu.stry and told the as.sociation 
members, "Your business, large or 
small, is an important link in the 
distribution network. You have a 
voice in determining your own 
destiny.” illl 
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FRO MOTIONiV»PPOINTM[Nn 


Drislitll Promoted to RM in Ddllmlteiiion 


J tan Drlskell lias been pro¬ 
moted to region manager of 
the I'tallas, Texas, region. 

Ttie announcement was 
made by Yancey ford at the 
National Sale.s Conference in 
January. 

Ifriskcll joined the company in 
1982 as a sales representative in 
the Charlc.slon, S.C., division. 

He was promoted to special 
accounts manager in the Tampa, 
fla., division in 1985 and to divi¬ 
sion manager in the South 
Atlanta, Ga,, division in 1988. 

He was appointed sales training 
and development manager in the 
Home Office in 1989 and to mer¬ 
chandising manager in 1990. 
Driskcll was appointed to sales 
manager iti the Sales Tlanning 
Department in 1992 and assigned 
to the Vantage, More, Now 
Kusiness Unit, in 1993, he joined 


Jim 

Germanus 

has been pro¬ 
moted to divi¬ 
sion manager 
in the West 
Chicago, III., 
division. 


Germanos 
joined the cornjiany in 1985 as a 
sales rejrresentative in the West 
Chicago division. He was pro¬ 
moted to special accounts man¬ 
ager in the same division, where 
he also held the positions of divi¬ 
sion training and development 
manager and special resource 
manager. 




Stan Driskell 

the Salcs/Marketing Personnel 
Department as manager, 
sales/marketing employment 
practices, and was appointed 
assistant region manager in 
Dallas later that year. 


Jay Girard 

has been pro¬ 
moted to 
chain accounts 
manager 
in the 
Milwaukee, 
Wis., chain 
division. 


Girard joined the company in 
1981 as a sales representative in 
the St. Paul, Minn,, division, 
where he was promoted to spe¬ 
cial accounts manager in 1989. 
He was promoted to district 
manager of the Madison, Wis., 
district in 1991. 



Jim Perry 

has been pro¬ 
moted to divi¬ 
sion manager 
in the 
Nashville, 
Tenn., division. 

Perry joined 
the company 
in 1980 as a sales representative 
in the Baltimore, Md., division, 
where he was promoted to divi¬ 
sion training and development 
manager in 1988. He was named 
assistant division manager in 
Baltimore in 1991. 


David 

Williams has 

been promot¬ 
ed to division 
manager in 
the West 
Houston, 
Texas, divi¬ 
sion. 


Williams joined the company in 
1984 as a sales representative in 
the Jacksonville, Ha., division, 
where he was promoted to spe¬ 
cial accounts manager in 1988. 
He was named division training 
and development manager in 
Jacksonville, F!a,, in 1989. 

-Rick 

Westenberger 

has been pro¬ 
moted to divi¬ 
sion manager 
In the Albany, 
N.Y„ division. 

Westenberger 
joined the 
company in 1984 in the Queens, 
N.Y., division. He was promoted 
to special accounts manager in 
the North Jersey division in 
1987, w'here he also held the 
position of division training and 
development manager. 
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Todd 
McMahon 

has been pro¬ 
moted to divi¬ 
sion manager 
in the liuffalo, 
N.Y., division. 

McMahon 
joined the 
cnniiJany in 1987 in the 
Youngstown, Ohio, division and 
was later transferred to the North 
Pittsburgh, Pa., division. He was 
promoted to division training 
and development manager in the 
Rochester, N.Y., divi.sioii in 1989. 



TOMSinilllTMilRKITIKIiMANACfll 

Martha Brady 

Savings Business Unit 

Michael Duffy 

Winston/Camel Business Unit 

Marty Owens 

Winston/Camel Business Unit 

Shevette Winston 

Winston/Camel Business Unit 


TOPRINdPlIADMINItTRAnVl 

A$$liTAIII 

Lois Church 

Sales Planning & 
Communications 

Carla Davis 

Sales Planning & 
Communications 

Pam Settle 

Savings Business Unit 

Bonnie Tucker 

New Product Development 



SAI.tS Ml KCtlANblM'R is puWishod sis 
thm's .1 vear for sales employees of R.J. 
Keyiiolus t obacco Company. 

Cifoup Manager- 

Siiles tioinniimieations..John Olenick 
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